Cosmetics means any products which are used for the human body by means of rubbing, sprinkling, or by similar application for cleaning, beautifying, promoting attractiveness, altering the appearance of the human body, and for maintaining health of the skin and hair.
Introduction
Cosmetics means any products which are used for the human body by means of rubbing, sprinkling, or by similar application for cleaning, beautifying, promoting attractiveness, altering the appearance of the human body, and for maintaining health of the skin and hair. 1 They are becoming of more importance in daily life and are one of the most growing markets in the world especially in developing countries like Iran. The global cosmetic market was 460 billion USD in 2014, which is about 0.5 % of gross domestic product (GDP) and is estimated to reach 675 billion USD in 2020 by growing at a rate of 6.4%. 2, 3 According to the statistics from Iran central bank, average annual expenditure on cosmetics in Iran has been estimated to be around 1.9 % of the total household expenditure which has been located in the seventh position in the world. 4 Based on growing trends of cosmetics' consumption, it is necessary to identify the key success factors (KSF) of these products in the markets. In order to specify these factors, at first, lots of information should be gathered from the population. Knowledge, attitude, and practice (KAP) analysis is a representative study of a population to collect information on what is known, believe and done in relation to the specific topic. It tells us what people know about certain things, how they feel, behave and allow the program to be tailored more appropriately to the needs of the community.
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A B S T R A C T
Background: Cosmetic products are one of the most important fields of consumer market. Strategic marketing plan and creating competitive advantages through recognizing of key success factors has become as a main core competency of active firms in this area. Based on this, the aim of our study was to identify the key success factors of cosmetic products' marketing in the Iran's market. Methods: To do this, knowledge, attitude, and practice (KAP) of consumers in Iran were evaluated and key success factors were identified based on the mix marketing theory. Deep interviews and closed-ended questionnaires were used to collect data. The randomized sample population of this study was 1200 people. Results of KAP analysis were classified in seven clusters and then Topsis technique was used to analysis each cluster. Results: Results showed that there are a significant relationship between attitude and practice and also between knowledge and practice because of tvalues greater than 1.96 and path coefficient greater than 0.1. Moreover, the results indicated that the most and the least important factors for success of cosmetics' marketing are place (distribution and dispensing) and price, with sorted Cli of 0.9 and 0.1 respectively. Conclusion: It demonstrates that appropriate sales and distribution strategies, scientific and enough information and strong marketing at the point of purchase are the most important key success factors in the marketing of cosmetics, and price has a minimum drawing effect on cosmetics' marketing.
In most KAP analysis, data are collected orally by an interview using a structured and standardized questionnaire. There are lots of studies that used the KAP analysis to assess the awareness of the community about different subjects. Memon et al 6 assessed the Knowledge, Attitude and Practices (KAP) towards diabetes and diabetic retinopathy in the general population of Karachi in 2015. Their results showed that there is a lack of knowledge of diabetes in the surveyed community, more marked in females, illiterate and the individuals not suffering from diabetes. Another study was designed to determine knowledge, attitude and practice towards antibiotic use. The key findings of this study provided further insight in designing future multifaceted interventions to promote rationalize antibiotic use and prevent development of antibiotic resistance. 7 In this study, the KAP analysis was used to identify KSF in cosmetic marketing in the Iran market. For this purpose, we used the marketing mix theory that contains product, place, price, people, process, physical evidence and promotion (7 P). 8 In 1964, Borden developed the concept of marketing mix, and defined marketing manager as one who produces a profitable enterprise. Marketing mix is defined as a set of controllable marketing tools that a firm uses to create a desired response in the targeted market. 9 Lots of studies have used the marketing mix theory to highlight the principal decisions that the marketing managers makes in configuring their offerings to suit customers' needs. Su-Mei Lin investigated the importance ranking of marketing mix (7P) in fast food industries. 10 In another study, influences of 7P marketing mix variables on purchasing decision of consumers in determining appropriate marketing strategy were evaluated and the most influential marketing mix variables on purchasing decision was price. 11 Kushwaha & Agrawal 12 examined the effects of services marketing mix elements on Indian customers for making the appropriate marketing mix strategy in banking services context. Their results showed that physical evidence, process, place, and people have a positive and significant effect on customers. The present study was performed based on the above mentioned and identification of the key success factors affecting cosmetic marketing in Iran. In our study, knowledge, attitude and practice of consumers towards cosmetics' consumption in Iran were evaluated and key success factors in marketing based on the mix marketing theory were identified using technique for order preference by similarity to the ideal solution (Topsis) model, a model proposed by Hwang and Yoon in 1981. 13 It is a multi-criteria decision making model used to compare a set of choices by determining weights for each measure. [14] [15] [16] [17] Lost of studies have been presented in the area of marketing using Topsis technique. Mehralian et al 18 have identified and prioritized the critical success factors within pharmaceutical industries by Topsis technique. Results of the data analyses showed that information and analysis, management commitment, relationship with suppliers, and customer focus are the top four critical success factors in the pharmaceutical sector. In another study, a five-step decision support framework was provided using Topsis technique to determine the most appropriate marketing strategy in an efficient manner. Their results showed that differentiation strategy is the best choice among the marketing strategy.
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Materials and Methods
The aims of our study were to analyze knowledge, attitude and practice (KAP) of consumers towards cosmetic products, and to identify key success factors in marketing based on the mix marketing theory in Iran's market. This study is considered as a descriptive and analytical study. Deep interviews and closed-ended questionnaires were used to collect data. The final questionnaire was comprised of two sections, section A containing socioeconomic characteristics of respondents, and section B encompassing 54 questions with the Likert scaling system related to research objectives of the study. The latter was categorized in three main sections of knowledge (15 questions), attitude (18 questions) and practice (21 questions). Content validity of the questionnaire was confirmed with the reference to the literature review and experts' viewpoints. They were asked to evaluate relevance, comprehensiveness, clarity and scoring of each question. The Cronbach's Alpha Coefficient for each question was determined to test the reliability of the questionnaire. Cronbach's Alpha Coefficient more than 0.75 for each question was acceptable. The correlation of each question with others was higher than medium levels and there was no negative correlation (an inverse relationship) between questions. Finally, the questionnaire containing 54 questions were prepared. The sample population of this study was 1200 people including men and women with the ages of 20-60 years who had turned to the pharmacies, clinics, beauty salons and hospitals in different cities and areas of Iran. Out of 1200 questionnaires, 844 were found to be completely and accurately filled and the rest 356 were discarded due to incomplete information. The marketing mix theory was used to identify key success factors. It includes 7P (product, price, promotion, place, people, processes and physical evidence). Products are goods produced by manufacturers to end users. The price is cost of customers to buy products or services. Promotion is a variety of tactics and ideas implemented by marketers to encourage end users to be aware of the brand. Place refers to the location where the products and services available can be sold or bought. People are becoming an important factor in the service marketing. Physical evidence is the last element of the marketing mix. Elements of physical evidence include interior design, equipment, staff qualification, and environmental hygiene. 20 In our study, questionnaires were designed in 7 clusters based on 7P marketing mix approach including product (P1), price (P2), promotion (P3), place (P4), people (P5), processes (P6) and physical evidence (P7). People were provided with questionnaires. After explaining the purpose of the study, briefly, they were requested to fill in the questionnaire. SPSS version 16 .0 was used to analyze gathered data from completed questionnaires. Normality of the data was tested using the Kolmogorov-Smirnov test. For evaluation of knowledge, attitude and practice of respondents, Binomial test was used. It was used to analyze the statistical significance of deviations from a theoretically-expected distribution of observations into two categories. In Binomial test, the significance level less than 0.05 mean two possible outcomes: 1. More than assumed average ( > 2.5) 2. Less than assumed average ( ≤ 2.5) If 60% of each question's frequency was placed in group 1, it means that knowledge, attitude and practice of respondents are more than the assumed average and vice versa. Furthermore, the significance level more than 0.05 means that there are not two possible outcomes. In addition, structural equation modeling (SEM) was carried out to examine the possible causal linkage between knowledge, attitude and practice. Usually, in SEM, path coefficients greater that 0.1 with t-values greater that 1.96 are significant at the 0.05 level, indicating the relationship between the variables.
A technique for order preference was applied for ranking of 7P by similarity to ideal solution (Topsis model). It was performed in seven steps as follows: 1. Draw the fuzzy adaptive matrix of "m" alternatives and "n" criteria 2. Matrix normalization 3. Calculate the weighted normalized decision matrix 4. Determine the worst and the best alternative 5. Calculate the distance between the target alternative and the worst condition 6. Calculate the similarity to the worst conditions: 7. Rank the alternatives according to the descending order of Cli For each test, a P-value of less than 0.05 was considered statistically significant. In our study, the effect of sex and marital status were analyzed using Mann-Whitney test and effects of education and age group were tested using Kruskal-Wallis test. For evaluating the respondent validation, we tested initial results with participants to see if they still ring true. The respondents were asked to determine accuracy and completeness of the study and they were affirmed that the results reflect their views, feelings, and experiences.
Results
The study was conducted on 844 people. The demographic characteristics of the mentioned respondents were shown in Table 1 . The mean age (± standard deviation) of people in our study was 32.4 ± 11.9. Regarding sex and marriage status, 608 respondents (72%) were female, and the majority of respondents (573 (68%)) were married. Table 2 represents education status of respondents. As shown in Table 2 , most respondents had the academic education. Identification of key success factors in the marketing of cosmetics Identification of key success factors in the marketing of cosmetics Binomial test results for knowledge, practice and attitude were shown in Tables 3, 4 and 5. As shown, the significance level less than 0.05 mean two possible outcomes: 3. More than assumed average ( > 2.5) 4. Less than assumed average ( ≤ 2.5) If 60% of each question's frequency was placed in group 1, it means that knowledge, attitude and practice of respondents are more than the assumed average and vice versa. Furthermore, the significance level more than 0.05 means that there are not two possible outcomes. In this case, knowledge, attitude and practice of respondents were in the assumed average level. As illustrated in Table 3 , 4 and 5, most questions showed the significance level less than 0.05, and 60% of each question's frequency was placed in group 1. Therefore, in most questions knowledge, attitude and practice of respondents were more than the assumed average. Structural equation modeling (SEM) was used to examine the possible causal linkage between knowledge, attitude and practice (Table 6 ). Usually, in SEM, path coefficients greater that 0.1 with tvalues greater that 1.96 are significant at the 0.05 level, indicating the relationship between the variables. As shown, there was a significant relationship between attitude and practice because of t-values greater than 1.96 and path coefficient greater than 0.1. There was also a significant relationship between knowledge and practice with tvalues greater than 1.96 and path coefficient of 0.65. As depicted in Table 6 , there was no significant relationship between knowledge and attitude. Topsis technique was used for identification of key success factors. According to the results (Table 7) , from consumers' points of view, the most and least important factor in the marketing of cosmetic products was place (P3) and price (P2), respectively. Regarding attitude, our study indicated that the average attitude of respondents was obtained 67.26% positive to using cosmetics. Based on our results, wearing makeup is something which can quickly and temporarily change the appearance, and thus can increase self-confidence. Theberge and Kernaleguen 23 reported that as use of cosmetics increased, women's satisfaction with their bodies also increased. The majority of research on women and their self-esteem has historically been related to how they feel about their appearance and makeup application, which is generally a part of overall appearance practices. 24, 25 Another point is that more than 70% of respondents preferred buying cosmetics from pharmacies, and their satisfaction might be enhanced if pharmacists spent more time on consultation services. They believe that pharmacists' consultation will also facilitate and encourage them to buy their requirements from pharmacies. As can be seen in the result section, gender, marital status and age group of the respondent have been shown to describe their demographic characteristics. Based on our results, gender, marital status and age group were not interfering with the results. Based on our results, there was a significant relationship between attitude and practice and also between attitude and knowledge, but there was no significant relationship between knowledge and attitude. It means that more knowledge and positive attitude will cause a better practice while having more information about these products cannot cause negative or positive attitude towards these products. Results from Topsis techniques indicated that the most and the least important factors in the marketing of cosmetic products were place and price, respectively. It demonstrated that appropriate sales and distribution strategies, scientific and enough information and better marketing at the point of purchase are the most important key success factors in the marketing of cosmetics. Price of products, unlike fast moving consumer goods (FMCG), for cosmetic products, has not a significant drawing effect to satisfy customers.
Conclusion
In our study, knowledge, attitude and practice of consumers towards cosmetics' consumption in Iran were evaluated, and key success factors in marketing based on the mix marketing theory were identified. In this study, gender, material status and age group were not interfering with the results. Our results demonstrated that appropriate distribution and place are the most important factors in the marketing of cosmetic products. Furthermore, an increase in consumer knowledge and improving their attitude, as the most important marketing tactics, will improve their attractiveness. Finally marketing at the point of purchase via pharmacists has extensive effects in the marketing of cosmetics.
